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SECTION ONE

INTRODUCTION

The integration of the economies of the twelve European Community (EC)
member states through a Single Internal Market has enormous opportunities for
United States businesses. A united Europe will have a huge impact on the United
States (US). With the EC's simplified border controls and harmonized standards,
the opportunity for US business to export is extremely attractive. Together, the
twelve EC countries represent more than 345 million consumers and $6 trillion of
purchasing power i (see Chart #1).2 The EC is the largest export market for the
US, accounting for $100 billion of US exports in 1992. About half of all sales of
US subsidiaries overseas are in Europe, which is about $600 billion annually

3

(see Chart #2). 4

The fear of 'Fortress Europe' 5 can be paralyzing to US business if they are
not informed and prepared to embark on trade in the EC. In order for US
businesses to take advantage of the Single lnternal Market in Europe, the
knowledge and understanding of pertinent information, rules, and regulations of
particular areas must be had. The purpose of the first section of this paper is to
examine these areas from a US perspective, to determine and establish the best
postures, positions, and guidelines that US businesses should have in order to
have successful trade relationships with the EC. It is imperative that a basic
awareness of how the EC works, along with instituted rules and regulations
involved, be known, in order for US businesses to be successful in the EC.

The issues that will be examined in this section of the paper deal with
questions relating to standards, tariffs, rules of origin, and social problems. For
example, US companies must be made aware of the restrictive use of standards
used by EC member states, including environmental and manufacturing
standards. By having a basic understanding of the standardization process used
by the EC, US businesses will be able to successfully trade within the EC. US
businesses must also make decisions on establishing manufacturing facilities in
Europe in order to take advantage of tariff and rules of origin preferences. The
social problems in the EC affecting US businesses include language barriers and
currency control. Knowledge of these problems will lead to their solutions.

Finally, afler spending five weeks traveling throughout the EC this summer,
direct observations and the establishment of personal opinions regarding the EC
were formulated. These notes are offered at the end of Section One.

The EC is taking a step by step approach to insure the success of each and
every industry that is involved. One particular industry that will face intense
hardships with this unification, however, is the textile industry. Section Two of this
paper focuses on the impact of the Internal Single Market in Europe on the US
textile industry, as well as the current situation of the European textile industry.
Having an in depth study of an individual export from the US will emphasize that
without the proper and appropriate information and resources, doing business
with the EC will be difficult and unsuccessful.

The current economic conditions of the European textile industry are not
promising. The European Community has recently suffered from structural
deterioration, which has slowed down the entire European textile industry. EC
members must look at all of the internal options within the textile industry to
combat the external competitiveness, in order to survive in the long term, as a
global market.

Section Two will also explore the following six major factors, as discussed by
the Commission of the European Communities, that the textile industry faces:
(1.) Opening trade with non-community countries; (2.) Promotion of exportation;
(3.) Creating international corporations; (4.) Controlling dumping; (5.) Enforcing

customs and border control; and (6.) Protection of design and models. These six
issues are the steps of survival for this industry.

The challenges of creating a global trading base in conjunction with these
hardships will be reviewed as well. There is a strong concern of socio-economic
problems which have arisen, not only from changes to the textile industry, but
also from the joining of the twelve member nations.

HISTORY AND ORGANIZATION OF THE EC

The concept for the development of the European Community was conceived
in 1949 after World War II. Since the economies of most of the countries in
Western Europe had been devastated by this war, an impetus toward integration
had begun. At this time, several plans and treaties were formulated to help unify
industries in Western Europe, specifically, for coal and steal. The United States,
during this era, was greatly interested in supporting these formulations as a
protection against what was then the Soviet "expansion". 6

In 1957, the European Economic Community (EEC) was created in order to
reduce tariff barriers among the six member countries: Belgium, West Germany,
Italy, the Netherlands, and Luxembourg. Six other countries eventually joined the
EEC: Ireland, United Kingdom, Denmark, Greece, Spain, and Portugal. Thus, by
1986 the ". . . European Community was converted from a customs union to an
economic union that was designed to allow the free flow of capital and labor from
one country to another."

7

The EEC also attempted, among other things, to

arrange taxes, and to develop policies on competition and on such restrictive
practices as company mergers and price fixing. 8

The EC government is comprised of four institutions: Commission, Parliament,
Council of Ministers, and Court of Justice. s

In 1979, the European Parliament

was created. The European Parliament consists of 518 directly elected members
who have the ability to make proposals and amendments that cannot be overruled
by the Council of Ministers. The Council of Ministers is the main decision-making
body of the European Parliament, consisting of one member from each of the
twelve

countries. The European Commission is the principal executive body of the
European Parliament. The European Commission drafts the proposals created by
the Council of Ministers, as well as enforces the policies established. l o

The Council of Ministers is based on a voting system, with differing amounts
of votes given to different countries, depending on the size of the country. Smaller
countries have two,three or five votes each, and larger countries have eight or
ten.12 The council has the ability to pass many types of laws with a majority vote,
which is currently considered to be 56 out of 76 votes.

13

It has therefore been

an occurrence that voting blocks have been created and used among and
between members in the Council of Ministers.

An EC regulation is supposed to become a national regulation as soon as it is
adopted by the EC. A directive, on the other hand, must be changed into
national laws by the member states. Directives usually take between one and two
years to go into effect once they have been instituted, to give member states the
opportunity to implement the directive. However, Community law supersedes
national law even if a member state has not yet ratified the appropriate law.

11

For US business, this can cause difficulties; sales efforts can get complicated by
national laws. National laws at times seem to conflict with requirements of EC
directives; fines and penalties can differ among EC countries since legal systems
are also not yet integrated.

Dates for national elections differ for each European Community member, and
the European Community Council presidency rotates every six months. Belgium
currently has the presidency, with Greece expecting to take it in January-June
1994, and Germany to control the presidency in July-December 1994. i s

In 1979, the European Monetary System (EMS) was created to help coordinate
the economies of the EC. The European Currency Unit (ECU) was also
established at this time. "The ECU is a basket type of currency, made up of
special amounts of membercountry currencies to reflect the importance of each
currency, with the German Deutsche marks worth 30.06 percent, the French franc
worth 19.3 percent, and the British pound worth 12.06 percent."is The ECU was
supposed to have become the common currency unit of the EC, and help to
transform Europe into an economic superpower. However, this monetary union
has become a dividing issue among members of the EC. The Maastricht Treaty of
1992 reflected this disunion. The United Kingdom resewed the right not to
proceed with a single currency, and Denmark totally rejected the concept of a
single currency. is

In 1985, the European Commission put forth a legislative program of 282
proposals and directives for the completion of the Internal Single Market, which
was instituted in 1993. 17 There were many reasons why the EC was interested
in unifying its markets. i e To begin with, a strong trading bloc would allow the
EC increased competition with the United States and Japan, not only in w o r l h d e
exports, but in high-tech and high-value areas. Secondly, a single market would
help stabilize monetary and exchange rates among and between members, as
well as to coordinate economic policies. The single market would also allow an
exchange of information, sewices and workers among and between member
countries. Fourth, a single market would eliminate problems with such things as
passport restrictions and product standardizations.

The intent of the single market is also to eliminate physical, technical and
fiscal trade barriers.

19

Examples of physical barriers are border controls and

import restrictions. Technical barriers include protection of intellectual property
rights, public procurement guidelines, environmental issues, and rules of origin
restrictions. Fiscal barriers that are to be eliminated are the excise taxes b e h e n
member countries, reducing cross-border price differences, and the alignment of
the value-added-tax (VAT). These issues will be further discussed in this paper.

I n conjunction with the EC, the European Free Trade Association (EFTA) was
established. This consists mostly of the Scandinavian countries and Austria.
(See chart #3)20 TO some extent, the EFTA is the parallel structure of the EEC
for these countries, because there are no tariff or trade restrictions for member
countries. However, each country has the power to create its own rules on such
things as tariffs and quotas. It is a great possibility that these countries will
eventually join the EC. Eastern and Central Europe, along with those countries
attempting EC membership, must also be considered with the potential economic
size of the EC.

STANDARDWTION IN THE EC

The European Community's program to achieve a Single Internal
Market involves the harmonization of hundreds of member state
laws, regulations, and policies affecting trade and investment in
thousands of industrial and agricultural products. The evolving EC
regulatory structure will radically alter competitive conditions in our
largest market. U.S. business should become aware. of the
opportunities and risks the EC's program poses for established
market access, or for pursuing market opportunities. 21

A good place to begin, is with a general understanding of the standardization
process instituted in and by the EC.

The EC is

attempting to enact harmonized minimum health, safety, and

environmental requirements, as well as an approved quality system for products
ranging from toys to high-tech equipment. The purpose of enacting such
standardizations correlates with the Single Internal Market approach of
unification. Thus, if US businesses want to establish and gain access to markets
within the EC, knowledge of standardization is imperative.

Another reason why US businesses must be concerned with standards in the
EC is because product standards are linked to product quality. Product quality is
perhaps the most important selling tool in Europe. The United States, on the other
hand, places importance, first on price, then on availability, then on quality. Price
is perhaps the least important factor in marketing in Europe, with product
availability in second place. 22

The problem for non-EC members, as well as EC members, however, is that
currently, the standards are not yet standardized or established; one country's
established rules and regulations may not be the same as another within the EC.
However, most legislation will be phased in gradually by the end of the century,
with transition time to be given. 23 This means that exporters will be confronted
with a diverse group of regulatory requirements affecting their products until that
time.

Currently, there are three organizations within the EC that establish the
directives and standards: CEN, the European Committee for Standardization;
CENELEC, the European Committee for Electrotechnical Standardization; and
ETSI, the European Telecommunications and Standards Institute.

24

Although

there is a great deal of flexibility at this point for legal compliance, and thus entry
to the EC, many European buyers are instituting their own set of requirements
that are well within the legal limits of directives, Companies can adhere to the
requirements authorized by each of the above organizations, depending on the
product involved, or companies can use the IS0 9000. However, the IS0 9000
appears to be the safest way to guarantee compliance with standardization
requirements.

In 1987, the Geneva based International Standards Organization issued a set
of quality standards that apply to different functions within a corporation, that
when observed, will demonstrate that a manufacturer has obtained a specific
level of standardization. 2s This document is referred to as the "IS0 9000, and
has become a widely accepted standardization guideline within the EC for most
industries, especially for US companies attempting to enter EC markets.

Although it is not necessary for a company to specifically conform to the IS0
9000 standards in order to sell products in the EC, a business must have an
approved quality system in order to enter most markets in the EC. 26 Having an
approved quality system is not a "blanket requirement for all products". 27
However, even if it is not regulatory, the marketplace, itself, is demanding that
quality systems be used as determining factors for entry into the market.

It is

also interesting to note that the IS0 9000 is used as the standardization 'manual'
for more than forty countries around the mrld.

28

The implications for global

standardization are enormous.

The IS0 9000 is a set of internationally accepted guidelines that help
formulate a basic totalquality management system.

29

The standards are

designed to guarantee customers that a business or organization is using
established and prescribed requirements for the total quality of the good that is
being manufactured.

Basically, there are five different parts to the ISO; IS0 9000, 9001, 9002, 9003,
and 9004.

30

The IS0 9000 and IS0 9004 give a general overview of the

standardization process and describe the guidelines, as well as give suggestions
for the implementation of a quality management program.
describes a complete

The IS0 9001

quality systems organization for quality assurance in

design, development, production, installation, and servicing, The IS0 9002 is
concerned with quality guaranty in production and installation. The IS0 9003
outlines the guidelines for final testing and inspection. 31 It is the decision of the
individual manufacturer to establish which IS0 plan is necessary and best for the
product being exported.

When a company attains certification under the IS0 standards, it means that
the business ". . . can demonstrate that it has an appropriate quality system for
the products or services it offers. 32 However, meeting the standardization
requirements under the IS0 plans requires a tremendous amount of work, as well
as expense.

An IS0 certification is attained by an audit that is administered by an approved
registrar of the Registrar Accreditation Board, (RAB). 33 Currently, there are only
about thirty registrars in the US who are qualified to issue IS0 certification, with a
waiting list of a year to eighteen months. 34

A registrar makes an on-site assessment at the manufacturing plant. A recertification takes place every six months, and a complete re-audit occurs every
three years. The costs of this process are not small. Depending on which IS0
plan is being instituted, to the number of plants being certified (individual plants
must attain complete certification), fees for consultants, and implementation of the
plans, can range from $18,000 to $200,000 per location. 35 Although these
appear to be substantial costs for a company to incur, gaining access to the EC
market will usually justify such expenses.

IS0 certification allows the company to use an established identifying mark on
its marketing materials and stationery, although not on the product, itself. 36 It is
important to understand that IS0 9000 standards do not apply to specific
products, but to how the product was manufactured. 37

The certification mark,

known as the CE (Communaute European) is ". . . becoming the passport for
selling regulated products in Europe". 38

If a company wants to compete in the EC, having a CE gives a comparative
and competitive advantage to gaining access to the European markets. Having a
total quality management system also helps reduce operating and manufacturing
costs in the long run. The bottom line, however, is that European customers are
granting preferred treatment to suppliers complying to the IS0 9000. 39

As world markets have sadly seen, environmental problems do not recognize
political and economic barriers.

Environmental problems have become

highlighted issues in modern times when formulating and accepting trade
agreements. Although the removal of barriers within Europe to allow for the free
movement of services and goods is perhaps the main reason for the European
economic integration, dealing with environmental matters is an integral part of
instituting and working within the Internal Single Market in the EC.

Environmental protection is of primary importance to the successful
establishment and workings of the EC. Such considerations, as well as the
market for environmental technology and services, will have a huge impact, not
only on EC members, but on other countries as well.

Standardization within the EC not only implies the quality management system
of the product, but also means environmental issues and concerns.

When environment and trade are both at stake . . . the EC
Commission must walk a fine line to ensure that goods can move
freely among the twelve member countries, while at the same time
establishing Community-wide guidelines for environmental
protection and allowing for regional conditions to be taken into
account. 40

US business must be cognizant of these policies. By being aware of the rules,
regulations, and procedures involving environmental protection in the EC, US
business will not only have an easier time entering and succeeding in the EC, but
will also have a competitive advantage in the environmental market.

Within the EC there exists a Ministry of Environment that will enforce the
environmental directives.

The EC is also attempting to establish a permanent

location for the European Environmental Agency, which will serve as a
clearinghouse for information, as well as provide objective information to and for
the EC. 41 Within the Internal Single Market, it is necessary to establish uniform
guidelines, as well as to carefully measure the impact that strict or loose
environmental regulations can have on investment and trade opportunities. The
problem for US business is determining what the directives are, and how they
must be integrated into a business' plan in order to adhere to the rules.

The understanding and knowledge of the standards are not as easy as it
appears. Many problems are occurring within the EC member states concerning
environmental protection.

The EC has established over 200 pieces of

environmental legislation, with many more issues proposed and waiting approval,
These include legislation from noise levels on motorcycles, to incineration of
hazardous wastes. It is not yet clear, however, as to how and by who these
regulations will be enforced.

42

For example, if the individual member states

control regulations, as opposed to total standardization thoughout the EC, many
'less green' states will have regulations that are inefficient when compared to
those of 'greener' states.

The problem currently occurring is the ". . . friction between the Northern
European states, which have been pressing for stricter environmental regulations
and can afford to do so, and Southern EC member states, which argue that too
high a level of protection will place an unacceptable strain on limited resources."43
This implies that regulations for US companies will not be unified with, and will
therefore

vary from, one EC state to another.

This lack of uniformity for

legislation and enforcement could increase the costs for US exporters while trying
to meet differing and changing standards. It obviously will be easier for US firms
to deal with an EC standardized and harmonized environmental policy.

The directives that are currently proposed by the EC Commission dealing
with packaging and package waste are also a concern for US exporters.
Eventually, the packaging and labels established by the EC for environmentally
friendly packaging and products should be standardized (See Chart #4).44

The

proposals include the necessity that 90 percent of all packaging waste be
removed, 60 percent of all packaging waste be recycled, with only 30 percent
being allowed to be incinerated.45

There are many problems associated with the standardization for
environmentally friendly packaging and products.

First, standardization will

create an increase in recycled material, thus flooding this market and therefore,
lowering prices for firms associated with this market. Second, technology may be
stunted because no new products or ideas will be able to penetrate the
standardization.

Third, as with many of the directives and legislation associated with the EC,
there exist many discrepancies in the system, causing mishandling and
misinterpretations. Lack of regulation, enforcement, and harmony within EC
members could increase costs for US exporters confronted with meeting different
environmental standards among member states.

Although all these concerns

are certainly obstacles for US exporters to overcome, they should not be the
reasons for businesses to stay away from the environmental market or acquiring
the necessary information and materials to attain access and entry into the EC.

Tariffs and Customs. Rules of Oriqin, and the Value Added Tax {VAT)

The agreements being instituted within the EC will force non-EC countries
involved to modify their positions to EC requirements. This can cause barriers, as
well as opportunities for

US businesses,

especially in areas regarding

procedures for tariffs or customs, rules of origin, and the Value Added Tax (VAT).

As with quality management and environmental standards, the EC is
attempting to institute a common customs code, which is scheduled for adoption
thoughout member states by January 1, 1994.

46

Rates of duty on most

manufactured goods currently range from five to seventeen percent. 47 Once an
exporter pays the initial entry tariff at the port of entry, products will be able to
move freely across borders to other areas in Europe. The elimination of customs
officers at country borders has also been beneficial to US business. However,
problems do arise at distribution points because of the different

languages

spoken and used.

The EC, like other countries involved in trade agreements, has also
established preferential rules of origin, which will determine if a product is eligible
for duty-free treatment thoughout the European Economic Area. 48 Depending on
the product involved, the percent of the value of the product that must originate in
an ECI EFTA country can be up to 60 percent to be eligible for reduced charges.
If the product that is being exported does not meet these requirements, then
goods can still circulate throughout Europe, but will be charged an extra duty at
the point of entry.

Duty may be added when the merchandise travels from one

country to another as well. The implications for US corporations are vast: a

company is going to have to make a decision as to whether or not to open a
manufacturing facility in Europe to take advantage of reduced or zeroduty rates.

Once initial duties, customs, and origin taxes are collected, a value-added tax

(VAT) is also assessed. The VAT is added to both imported and domestic
products thoughout Europe, and is a ". . . sales or consumption tax imposed on
buyers upon the sales of good, from the beginning of the production and
distribution cycle to the final sale to the consumer". 49 For US imports, the VAT
tax is determined by an EC customs officer and includes the costs of the costs,
insurance, and freight, as well as the duty charged on that product. Currently, a
problem for US companies is that different EC countries have varying
percentages of VAT, ranging from 15-25 percent. 50 However, it is the intention
of the EC to standardize the VAT throughout its members, which will substantially
reduce costs and problems for US businesses.

RESULTS

The integration of the EC markets into the Single Internal Market creates
enormous opportunities for US exporters. The EC wants US business. It is not
necessary to be a huge corporation to be able to have a successful business in
Europe. Although it appears to be a complicated and confusing operation to do
business in the EC, once the processes, rules, and regulations involved are
understood, profitable trade relationships can be established.

It is important that exporters have a knowledge of a particular region's overall
economy, trade policies, political circumstances, and cultural situations before
embarking on a trade relationship. Being well-informed and prepared will help
tremendously. It is

necessary for businesses to establish

a system of

knowledgeable and accomplished distributors within the EC to help with this type
of information. It would be wise for large and small corporations to establish a
position or department to deal with and understand the issues involved with the
EC.

To determine the posture and direction a business should take to accomplish
appropriate trade opportunities, a knowledge of the particular restrictions and
requirements for the product must also be had.

To begin with, the US

Government has a wll-established netwrk of over 200 commercial specialists
within Europe, as well as in domestic offices, to help small and medium-sized
businesses take advantage of emerging opportunities in the EC. This is all done
through the US Commerce Department. The US Commerce Department's
International Trade Administration (ITA) also helps to analyze foreign markets,

conduct customized incountry studies of the products competition, helps to find
buyers and representatives, and takes products to European trade shows. 51

The amount of materials available for assistance is vast.

From free or

inexpensive government documents, to costly private consulting firms, there
are many choices for a business to use in order to obtain help and guidance.
There are innumerable publications available, as well. In every magazine and
document related to business, an exporter will be able to find pages of book and
52 & 53 It is
publication order forms assisting US businesses (See Appendix #I).

essential that a business be properly informed on the constantly changing and
newly instituted rules and regulations pertaining to the exported product.

Once a product and target market is established within the EC, US businesses
must comprehend the standardization processes discussed in this paper. First, a
company must determine if, and which, EC-wide regulations cover the product.
There are many lists of directives and guidelines available to assist in this
determination. If no new EC regulation exists for the product, it is important to
determine if other European or national regulations or standards exist that could
affect smooth and easy trade.

If an EC-wide directive or regulation does indeed cover the product, it is then
necessary to obtain, read, and understand copies of the directive. If any EC
standards are necessary for the product, a company must choose which standard
to follow in order to demonstrate product wnformity to the EC requirement.

If an exporter chooses to use the IS0 9000 to implement a quality process, it is
necessary to do the following :

1

I
I

1. Educate about what the IS0 9000 means and which plan is
best for the company and product.
2. Make decisions to implement the program within the structure
of the corporation.
3. Prepare documents which implement the policy choices.
4. conduct quality systems audits to ensure'the policy is achieved.

1
54

I
I

Again, it is suggested that a position be established that handles the coordination
of the standardization process.

The enormous amount of environmental legislation proposed and waiting
approval create many implications for US businesses. Having the knowledge and
remaining informed of this legislation will allow companies the ability to take
advantage of many situations, no matter how confusing and complicated the rules
appear to be. For example, US companies are conditioned to the Environmental
Protection Agency's stringent rules and regulations. Many products in the EC, for
example, car and motorcycle parts, are currently being manufactured with
environmentally rhendly guidelines; as a matter of fact, the US auto industry's
converter for air emissions is currently being used in the EC.

Therefore,

assimilation into the EC market will and could be easy and simple for US firms. 55

Increased standards are sure to increase competition. Because the EC is
currently copying many US recycling programs, for example, there is and will be
room for expansion, especially for US companies. 'Green' corporations will have
an easier time getting into markets in the EC because of tax and price breaks, as
well as loan and insurance accessibility.

US companies for environmental

services and technology, for example, will certainly be able to enter and compete
in the EC's $50 billion environmental markets6

In order to do so successfully

and profitably, companies must be kept familiar and informed about the continuing
changes and progress made by the EC.

It is important that US companies understand that there is an incredible

support system, established by the US government, to help them with the trade
problems in the EC.

There is a constant dialogue between US trade

representatives, the US Ambassador to the EC, and the EC. 57

There are also

agreements and legislation between the US and the EC regarding intellectual
property rights, services, government procurement, grievances, product liabilities,
and competition. The amount of information can appear to be overwhelming (See
Appendix #2).58 Howver, if US companies practice proper market research,
understand their specific markets, institute appropriate guidelines, and adhere to
regulations, the information available will be beneficial and advantageous for a
profitable trade relationship.

For five weeks in the summer of 1993, we traveled to four member countries in
the EC. The purpose of our trip was to experience, first hand, the changing
environment in the EC. During our stay in England, France, Italy and Holland, we
conducted informal interviews, gathered many periodicals, and collected
unstructured observational research, all of which have influenced our opinion
regarding conducting business in the EC.

We found the three main barriers within the EC that hinder successful
business relationships to be standards, language, and currency. One of our first
experiences within the EC was renting a car. Each country that we visited had
their own laws and standards. There were no standards between countries
concerning driving laws and regulations. For example, the law regarding which
side of the road to drive varies from one country to another, or the rules regarding
turning at red lights also differ from one country to another. Not only did this
make it very difficult to understand what the laws were, but it also made it very
dangerous. We are not suggesting that EC countries standardize their driving
laws, although that would be ideal. However, we are suggesting that the EC
publish a member-wide handbook with basic driving and safety standards. This
could be applied to many other pra.ctical,day-to-day living experiences, as well.

This points to the problem with language banien. Continuing with the car
rental example, all the companies we rented from were large US subsidiaries, like
Avis and Hertz, whose employees could speak very little or no English. This
made it very difficult to communicate. Again, we are not suggesting that English
should be the

standard, but we are suggesting that since English is considered to be the
international business language, a company in the EC marketplace should be
aware of the type of customers using their products, including language and
cultural needs.

Finally, the very simplistic, yet extremely complicated, problem of having
twelve different countries with twelve different currencies was quite apparent and
obvious on our trip. Since we were converting all of our money from US dollars
into Pounds, Francs, Lira, and

Krone,

we wanted to make sure that we

understood the conversion rates. One does not have to be a broker of foreign
currencies to be able to accomplish this, but with the language problems, as well
as the differing exchange rates, it was very difficult converting our money. If we,
as individuals, with a relatively small amount of money had the problems
encountered, it can only be imagined what problems will happen when large sums
of money from corporations will be converted.

Retail clothing stores also have big problems with standards, language, and
currency. Sizing standards were the greatest problem we experienced. The EC
has established a standardized sizing for clothes, which is referred to as '1,2,3,
sizing'. The problem is that only certain stores and lines use this standardization.
The problem was trying to convert a size from one country to another; one
country's 'size 1' is another country's 'size 2,and there w r e never conversion
charts to US sizes.

The clothes 'care tags' caused another problem. The EC is attempting to make
standardized symbols so each of the countries will understand how to take care of

the garment. The problem is that these tags are not listed in all articles of clothing,
nor are they in internationally accepted symbols or languages.

It is interesting to note that although the above problems are most definitely
hindrances for successful trade and business in the EC, many of the problems
were with the individual stores, and general 'attitudes' of individual countries. A
good comparison of this attitude problem was the difference between Caen, a
small town in northern France, and Sirmione, a village in northern Italy. The
Italians were very helpful and seemed to be quite sincere, even though there was
a communication barrier. On the other hand, the French were very cold and
condescending, even if they could speak English.

Overall, France seemed to be having the hardest time adapting to the EC, not
only because of their own internal economic problems, but because other
countries seem to be having a difficult time getting along with them in both
economic and social areas. These are important observations, because they
illustrate the difficulties the EC is having, as a unified unit, in passing legislation
and regulations. For example, we had no problems with language or currency
exchange in England, but had problems with both in France. As with many retail
situations, it appeared as if when the store really wanted to make a the sale, the
sales associate found a way to answer currency and other questions in an
appropriate language. Coming from North America, where the customer is always
right, it was incredible to observe this different perspective in retail business in
Europe: We spent our money where we were treated the best.

Traveling from country to country allowed us the opportunity to talk informally
to dozens of people in a variety of jobs. In general, it appeared, Europeans are

not very optimistic about the EC. Surprisingly, unlike what happens in the US,
people were informed and concerned about the impact the EC will have on their
personal lives. However, like many people in the US, the problem was that they
did not really understand all the rules and regulations involved in the EC, nor
were they really interested in discussing the EC in terms of broader, global
impact. Not one person we talked to knew about the North American Free Trade
Agreement, or how the twelve countries, as a whole trading bloc, will be protected
by the EC, for example. Even though most people did not comprehend the bigger
issues involved, they at least had a general understanding and knowledge of the
EC.

We questioned many people about if they thought the EC is going to work.
The response was an overwhelming "yes, it must". Many cultural differences exist
among EC members, but there are also many similarities. The short term
adjustment and 'pain' will most definitely be worth the long term benefits and
'gain'. Many changes and adjustments must happen within the cultural, economic
and political factions of Europeans in order to make the EC a success. Unless
the people begin to accept these changes and adjustments, and see the benefits
of the EC, resistance will continue to happen, not only for individual and social
growth, but for economic and political improvement as well.

Globalization is definitely the way of the future. With the world becoming
smaller and smaller with super trading blocs being formulated around the world, it
is imperative that Europeans agree, accept, and enforce the ideals, directives,
and directions the EC has created. Once problems are isolated and corrected, as
well as specific needs and areas protected, true progress and success will be
able to occur for both the individual and society.

SECTION TWO

A PLAN OF SURVIVAL FOR THE TEXTILE INDUSTRY

The textile and clothing industry is important to the prosperity of all twelve
member nations.

The industry is of considerable economic and social

importance to each of these members. There is a vast market 'for textile and
clothing products in the Community. "In 1990 households devoted 6% of their
expenditures to the purchase of clothing and finished textile goods."ss The
industry is also important in terms of production. "More than 3 million people work
in the industry itself and its production accounts for 9% of value added by
manufacturing industry."so The industry is still absolutely vital in some of the less
developed regions of the community, particularly, in those countries which joined
the Community more recently. To combat this situation, a program called Retex
was designed by the EC 'This .program grants aid to regions of the EC in M i c h
the textile industry is in need of restructuring."si The aid is designed for the
restructuring and reteaching of the textile industry leaders, in order to insure the
prosperity of these industry leaders.

The textile industry is a multi-producing industry. "Its created by a complex
system of interrelations that are differentiated according to the kinds of products,
market structure, length of production process and trend characteristics."sz These
various. factors are included in each of the following six segments within the
textile industry. Each process whether it may be knitting, yam, finishing, etc.,
must be enhanced by one of the six factors that will be discussed. Each one of

these segments could loose major market share if the European Community does
not support the textile industry with a comprehensive plan. This six step plan is a
necessity to the survival of the textile industry and the prosperity of the European
unification.

Opening Trade With NonCommunity Countries
Promotion of Exportation
Creating InternationalCorporations
Controlling Dumping
Enforcing Customs and Border Control
Protection of Design and Models

Most countries protect their textile and clothing markets by setting very high
tariff quotas. Local EC members can not get their products through such tough
boundaries.

The European Community must make all efforts to continue

negotiations multi-laterally and bi-laterally. In an attempt to do so, The EC and
the U.S. are very close in reducing tariffs on textile products. However, the U.S.,
"accepts only 18% of EC goods and the EC accepts 23% of the U.S. goods."63
Some may feel this is unfair to the European Community, however, the United
States feels the tariffs are to high and will cost the American people to much in
the long run. The realization of this may encourage quicker negotiations to
decrease high tariffs. As trade representative Mickey Kantor stated, 'This may
pave the way for the biggest tariff cut in history and would help create 1.4 million

jobs in the U.S. alone."64 The tariff cut would help initiate relations between all
non-Community members because it would allow goods to be traded freely
between any party desiring a textile product and without the worry of extensive
tariffs. The European Community must cut these quotas and tariffs in order to
provide the textile industry any export potential with a competitive market place.
Lower tariffs will decrease any discrimination that non-Community members may
feel because they are not part of the Community's economic interdependence.

The EC must join together and combine efforts for the survival of their textile
industry while taking advantage of new export potential. The Community must
identify these markets and identify any trade obstacles. There will be to many
obstacles and barriers for the joint EC to resume trade as usual. This is now an
impossibility, there are to many new considerations that must be discussed by the
EC members. Promoting exportation into different nations and the effects must be
understood by all non-Community members. ~eginning the promotion of
exportation, will initiate the need to understand the Eastem European nations,
and how they will enhance the textile industry in the West.

Although their political, cultural and economic situations differ considerably,
these regions must work together in order to format an industry of global trade.
The EC members must realize that the theory of comparative advantage
determines how and which goods will be created in the different regions.
Comparative advantage is defined as, "A country that gains by importing those in
which it had less advantage and exporting those in which it had an absolute
advantage."es For example, "because of its cheap labor costs, educated work
force, and reasonably modem machinery, Eastern Europe, some predict will
steadily replace Western Europe and the Far East as a supplier of basic textiles

and apparel."ss This joint effort will provide an overall competitive market of textile
goods throughout the world.

As Mr. Amould, secretary general of the Europe's

large textile and apparel companies, "states that the EC must help develop
Eastern Europe's textile market, if only out of self- interest."^ The long term
effects of economic prosperity from the textile industry will only occur if East and
West are not considered mutually exclusive. In other words, these regions must
work together in a new system to produce textile goods at a comparative
advantage and distribute them in the world market place. As Mr. John Majors
states, "the realists recognize that the road to prosperity passes by lower labor
costs and increased worker flexibility."m

Furthermore, one of these obstacles will include the "new Eastern European"
textile industry. The European Community is extremely concerned about the new
markets that are available in Eastern Europe. 'Three years after the Iron Curtain
was finally rolled up, fashion leaders in Western Europe are split over what
Eastern Europe represents for the future of their industry - is it a threat or an
opportunity."ss These changes are causing concern for all segments of the
industry.

''The optimists see the opening of the Eastern economies as an

opportunity for reaching new consumers. The pessimists see the region, which
has twice as much textile capacity as Western Europe, as yet another source of
low cost competition.'"r Intensification of industrial links and economic relations
between East and West Europe constitutes both an opportunrty and a challenge.

Nonetheless, a project was started approximately three yeacs ago by fashion
colleges from England, Germany, France, and Hungary.

This project, "was

funded by the EC and local textile industries."n The goal of the project was to
research how the fashion industry will adapt to the barriers that no longer exist.

After interviewing Lew Taylor, the project coordinator, she explained the
importance of working together on a fashion level : in order to combine their
cultures and appreciate each culture's assets. 'The Europeans were made aware
of the great variety of fabrics and technological opportunities available in the
West, while the Westerners experienced the discipline of working within the
narrow and exacting parameters of indigo printing."n The project illustrated the
importance of each student's culture and the importance of sharing it with others.
Cultural identity was easy to illustrate through fashion designs. This "East meets
West" project helped to demonstrate on a small scale the importance of working
with the Eastern European community.

Unfortunately, this joint effort could mean up to, "5 million European jobs could
vanish in the short term from the shifting of manufacturing to cheaper nations."n
These short terms results must be seen as a sacrifice to gain long term prosperity.
The graph illustrates the significant decline of employment over a ten year span.

Decline of Textile Employment
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The point of this is to illustrate the decrease in employment before the Eastern
European textile relations were ever discussed in the global market place. One
may conclude that this job loss will continue with or without the additional
employment of Eastern European workers.

However, the European Community has been fighting for new re-importing
rules in order to remain competitive with Eastern Europe. The textile industry has
always been very labor intensive and the Western European Community can no
longer provide inexpensive labor. " At an average of about $1.00 U.S. , Eastern
European wage rates for textile and apparel workers are one-twentieth the labor
costs in the European Community."74 In order to remain competitive, it has
become necessary to use manufacturing plants in Eastern Europe.

This is so

because the EC Commission will now allow, " 50% of a garment to be produced
in Eastern Europe.'?~ This will allow the European countries to remain

.

competitive without loosing control over the production process. The Western
Community will enhance its export potential by understanding their Eastern
neighbors. This new formula of working together will provide a better product for
less cost using the comparative advantage theory.

Nonetheless, European firms have been following strategies designed to make
their production international while improving their competitiveness on all world
markets and to maintain activity within the Community. Because of protectionism
methods, EC members find it difficult to communicate with non-Community
members due to the heavy administration work and cumbersome procedures
required before trading. The United States is guilty of this. The U.S. is unwilling
to surrender to Europe's new "Global Market." "Americans continue to lobby for
the kinds of protection that allowed James Baker to once boast that Ronald
Reagan granted more important relief to U.S. industry than any of its
predecessors. "Americans believe that protectionism must be a strategy in order
to keep high levels of competition within the European Community."76
Protectionism is not the answr, the U.S. can not hide from the world's largest
market. It must follow the same ideas in thinking and management that the U.S.
based multinational companies always have. In order to be competitive, U.S.
corporations must see the new Europe for what it is, the worlds largest trading
market, and must use this knowledge to become prosperous. within the textile
market place. The graph illustrates the trade relationship between the European
Community and the United States.
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The importing and exporting procedures must become less of a burden to all
trading partners. It can not be a detriment to the trading process of this global
economy. It is a necessity to ease these tense procedures in order to ensure the
flow of textile goods between the various. countries.

The textile industry is a major culprit of dumping goods. Dumping goods, "is
when a company sells goods abroad at lower prices than are available at the
home market.'h

In order to create a large market share, many small firms

release their products quickly and undercut their neighboring European countries.
European firms are increasingly obliged to sell their products at unprofitable
prices in order to maintain levels of production.

This has prompted many

members to rethink their strategies, and in some cases even to close down
production units or file for bankruptcy. "As markets become more open and as
partners become more competitive, the practices of dumping and granting

subsidies tend to become increasingly hamful."78 It is not even certain that the
firms will be able to improve their competitiveness in view of the serious
implications of the present situation. This is why negotiations with the European
Commission are so important. The Commission must not only internalize the
dumping problem to all trading partners through the Uruguay round. The textile
industry must have effective measurements put into effect against dumping and
subsidies. The only way to combat this problem is by officially complaining to the
European Commission. The desire would be that the complaint process would be
filed quickly and implemented.

A policy must be enforced to keep goods out of the EC that are not legitimently
European products.

Fraudulent practices in the industry are very common.

Textiles that do not follow proper rules of origin are consistently allowed into the
country. The customs agents must use more resources and provide a stronger
commitment to finding illegitimate textile products. Presently, illegal importation
is very common throughout the European Community. It seems obvious. why
non-Community members would sneak lessexpensive textile goods in to the EC,
for a quick profit. Through observation, justification can be made why noncommunity members would attempt to break rule-of-origin's laws. The EC is the
largest single market place and can enhance a non-EC members prosperity.
However, the EC can not allow illegitimate textile goods to enter their borders this

-.*
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should not be seen as a projectionist method by the'EC, but as a method of
combing fraudulent practices to ensure global prosperity in the long term. This is

why 'The European Parliament supports a new law that is called the Textile AntiFraud Initiative (TAFI) TAFI would provide stronger fines to illegal importers.'79

One of the principle ways in which Europe's textile and clothing industry can
stand up to competition from low-wage countries is to keep coming up with new
designs and models, and new labels. This can be very expensive but it will be
worth it to keep knock- off artists and design pirates away from the textile goods.
The EC continues to fight for better legal protection of labels, designs, and
models, not only by tightening up the rules but also by improving their
implementation of these rules in all countries. However, even though, the EC is
attempting to pass legislation to solve the problem of design pirating, there is still
a question about marketing these designs. How can a unified nation expect to
sell unified fashion designs? They can not. As Helen George,

a British bridal

consultant, states "that the UK is not part of Europe and would not even
considering accepting products that are European looking."so Each nation within
the EC has their own identity derived from their culture, lifestyle, and upbringing.
After researching many fashion Itextile publications within the EC it has become
obvious that each culture portrays its own person through various models and
fashion designs. As Lars, a French designer, states "There will never be just one
mass marketed product. The EC is made up of too many different cultures
identities."si This is still a hardship for advertisers, marketers, and product
designers. They must realize that the generalization about the European people
containing the same thoughts, same ideas, and same goals is not valid. Their
strategies must vary according to each sociocultural people.

Fortunately, the EC, as a whole, does agree on one aspect of the textile 1
fashion industry, this is their expectation of a particular standard of quality.
Importers are fighting this battle by using the best fabrications, textile equipment,
cokurien, and selling the best quality garments that are possible. Manufacturers

are not the only ones that are demanding high standards throughout the textile
industry, it is a common concern in the retail market as well.

This concern is mainly caused by the differences in expectations of quality in
textile goods that the Europeans have compared to Americans. In order to prove
this point primary research was collected in July of 1993, from a sample of the
European Community, in Great Britain. The following is a synop'sis of how and
what was obtained through the research.

METHODS

Formal Research:
The selection process began with calling English bridal retailers from whose
names were obtained from a United States bridal manufacturer (Alfred Angelo).
These retailers were called using a random method (every third name) to chose
which were actually telephoned. The survey included open and closed questions
in order to try and receive well rounded responses. Of the 250 telephone calls
made, 129 retailers gave their opinions. Each telephone conversation averaged
20 minutes. One will only discuss the answers from the survey that will enhance
the information in this research report. (Please see the entire research report
located in Appendix #4).

Informal Research:
Informal research was completed in France and Italy. This research was
conducted through observation and communication with approximately 12
retailers, designers, and retail publicists. All of this information was interpreted
and digested as the basis for much of the issue in quality.

RESULTS

The retailers were asked how they felt the quality of the Alfred Angelo wedding
gowns compared to the European gowns. The results are illustrated below in
compar~sonwith the same question that was asked of U.S. bridal retailers.
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The bridal gowns are identical that are being rated for quality. As one can see
the expectations in quality are much higher within the European Community than
they are within the United States. Thus. the reason for the 32% difference on the
excellent rating between England and The United States. The questionnaire
attempted to explore the reason that the quality was not up to the European
expectations. The retailers, in an open ended format, expressed two mutually
exclusive factors:

These two factors did not measure up to the expectations of the English
community. The desire to have couture looks, quality silk fabrics or hand sewn
beads are not presently part of Alfred Angelo's company's philosophy.

In order for Alfred Angelo to remain competitive in the European market place
the entire company's philosophy of quality must be reevaluated. The company
must look at the potential trading area of the European community and
acknowledge the fact that the product it presently carries will not be accepted as
one of their own. It is necessary to reevaluate fabrications and workmanship in
order to provide the European market with what it wants. The name of the
company is well respected in England considering it is an American based firm.
However, the company needs to play by the rules of the European market now
and not continue to present products that are not accepted by their trading
partners. Nonetheless, Alfred Angelo, Inc. must standardize all of its products to
meet not only the personal needs of the bridal retailers but also the needs of the
European Community. As Lars states, a French designer, "the joining of the EC
can not be the basis for accepting lower standards and lesser quality goods from
non-Community members."s2 He conveyed a feeling that the EC has a reputation
to up hold and his fear of a borderless society is the removal of the fashionable
image that Europe is infamous for.

The textile I fashion industry has many hardships to conquer.

These

challenges will remain the block in becoming a global industry. Restructuring the
textile industry will create a trading base with multinational companies and nonCommunity members. "The European Community hopes to have a partnership of
peace, prosperity, and democracy and to develop a joint initiative that will enable
us together to share the border of world leadership."es The long-term effects of
the unification of Europe and of the textile industry can only mean more prosperity

for those involved. The six steps of survival include stricter regulations regarding
protectionism, dumping, and design pirating. These are only the beginning of this
long road for the textile industry.

The industry must capture international

corporations in order to promote exportation to non-Community members,
including Eastern Europe. The world is swaying toward one global economy with
one market place, that being the European Community.
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APPENDIX #2

AGREEMENT
BETWEEN
THE GOVERNMENT OF THE UNITED STATES OF AMERICA
AND
THE COWMISS'ION OF THE EUROPEAN COMMUNITIES
REGARDING THE APPLICATlON OF THEIR C W E T l T l O N LAWS
~

~

The Government of the United States of America and the
Commission of the European Communities:
Recognizing that the world's economies are becoming
increasingly interrelated. and in particular that this is true
of the economies of the United States of America and the
European Communities:
Noting that the Government of the United States of America
and the Commission of the European Communities share the view
that the sound and effective enforcement of competition law is
a matter of importance t o the efficient operation of their
respective markets and to trade between them:
Noting that the sound and effective enforcement of the
Parties' competition laws would be enhanced by cooperation and.
in appropriate cases; coordination between them in the
application of those laws:
Noting further that from time to time differences may arise
between the Parties concerning the application o f their
competition laws to conduct or transactions that implicate
significant interests of both Parties:
Having regard to the Recommendation o f the Council of the
Organization for Economic Cooperation and Development
Concerning Cooperation Between Member Countries on Restrictive
Business Practices Affecting International Trade. adopted on
June 5. 1986; and
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Having regard to the Dec1arat.ion on US-EC Relations adopted
on November 23. 1990:
Have agreed as follows:

Article I
PURPOSE AND DEFINITIONS

1.

The purpose of this Agreement is t o promote cooperation

and coordination and lessen the possibility or impact of
differences between the Parties in the application of their
competition laws.

2.

For the purposes of this Agreement. the following terms

shall have the following definitions:
a)

.Competition law(s)* shall mean
(i)

tor the European Communities. Articles 85. 86. 89
and 9 0 of the Treaty establishing the European
Economic Community, Regulation (EEC) no. 4064/89
on the control of concentrations between
undertakings. Articles 6 5 and 6 6 of the Treaty
establishing the European Coal and Steel
Community (ECSC), and their implementing
Regulations including High Authority Decision no.
24-54. and

(ii) for the United States of America. the Sherman Act
(15 U.S.C.
5512.27).

551-7). the Clayton Act (15 U.S.C.
the Wilson Tariff Act (15 U.S.C.

558-11). and the Federal Trade Commission Act (15

U.S.C.

5541-68. except a s these sections relate

to consumer protection functions).
a s well a s SUCh other laws or regulations as the
Parties shall jointly agree in writing to be a
.competition
b)

law" for purposes of this Agreement:

*Competition authorities" shall mean (i) for the
European Communities. the Commission of the European
Communities. as to its responsibilities pursuant to
the competition laws of the European Communities. and
(ii) for the United States. the Antitrust Division of
the United States Department of Justice and the
Federal Trade Commission:

C)

,

*Enforcement activities* shall mean any application of
competition law by way of investigation or proceeding
conducted by the competition authorities of a Party:
and

d)

1

*~nticompetikiveactivitiesn shall mean any conduct or
transaction that is impermissible under the
competition laws of a Party.

Article I 1
NOTIFICATION

I

1.

Each Party shall notify the other whenever its

competition authorities become aware that their enforcement
activities may affect important interests of the other Party.
2.

Enforcement activities as to which notification

ordinarily will be appropriate include those that:
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a)

Are relevant t o enforcement activities of the other
Party:

b)

Involve anticompetitive activities (other than a
merger or acquisition) carried out in significant part
in the other Party's territory:

c)

Involve a merger or acquisition in which one or more
of the parties t o the transaction, or a company
controlling one or more of the parties to the
transaction. is a company incorporated or organized
under the laws of the other Party or one of its states
or member states:

d)

Involve conduct believed to have been required.
encouraged or approved by the other Party: or

e)

Involve remedies that would. in significant respects.
require or prohibit conduct in the other Party's
territory.

3.

With re spec^ to.mergers or acquisitions required by law

t o be reported to the competition authorities. notification
under this Article shall be made:
a)

In the case of the Government of the United States of
America.
(i)

not later than the time its competition
authorities request. pursuant to 15 U.S.C.
618a(e). additional information or documentary
material concerning the proposed transaction.

(ii) when its competition authorities decide t o file a
complaint challenging the transaction. and

(iii)

where this is possible. far enough in advance of
the entry of a consent decree t o enable the other
Party's views to be taken into account: and

b)

In the case of the Commission of the European
Communities.
(i)

when notice o f the transaction is published in
the Official Journal. pursuant to Article 4(3) of
Council Regulation no. 4064/89. or vhen notice of
the transaction is received under Article 6 6 of
the ECSC Treaty and a prior authorization from
the Commission is required under that provision.

(ii)

when it6 competition authorities decide to
initiate proceedings with respect to the proposed
transaction. pursuant to Article 6(l)(c)

of

council Regulation no. 4064/89. and
(iii)

far enough in advance of the adoption of a
decisi0n.i~
the case to enable the other Party's
.
.
views to be taken into account.

4.

With respect to other matters. notification shall

ordinarily be provided at the stage in an investigation vhen it
becomes evident that notifiable circumstances are present. and
in any event far enough in advance of
a)

the issuance of a statement of objections in the case
of the Commission of the European Communities. or a
complaint or indictment in the case of the Government
of the United States of America. and

b)

the adoption of a decision or settlement in the case
of the Commission of the European Communities. or the
entry of a consent decree in the case of the
Government of the United States of America.

to enable the other Party's views t o be taken into account.
5.

Each Party shall also notify the other whenever its

competition authorities intervene or otherwise participate in a
regulatory or judicial .proceeding that does not arise from its
enforcement activities. if the issues addressed in the
intervention or participation may affect the other Party's
important interests.

Notification under this paragraph shall

apply only to
a)

regulatory or judicial proceedings that are public.

b)

intervention or participation that is public and
pursuant t o formal procedures, and

c)

in the case of regulatory proceedings in the United
States. Only'prOCeedings

before federal agencies.

Notification shall be made at the time of the intervention or
participation or as soon theteafter a s possible.
6.

Notifications under this Article shall include

sufficient information to permit an initial evaluation by the
recipient Party of any effects on its interests.

Article I 1 1

EXCHANGE OF INFORMATION
1.

The Parties agree that it is in their common interest

to share information that will (a) facilitate effective
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application of their respective competition laws. o r
(b) promote better understanding by them of economic conditions
and theories relevant t o their competition authorities'
enforcement activities and interventions or participation of
the kind described in Article XI.
2.

paragraph 5.

In furtherance of this common interest. appropriate

officials from the competition authorities of each Party shall
meet at least twice each year. unless otherwise agreed. t o ( a )
exchange information o n their current enforcement activities
and priorities. (b) exchange information o n economic sectors of
common interest, (c) discuss policy changes which they are
considering. and (d) discuss other matters of mutual interest
relating to the application of competition laws.
3.

Each Party will provide the other Party vith any

significant information that comes t o the attention of its
competition authorities about anticompetitive activities that
its competition authorities believe is relevant to. or may
warrant. enforcement activity by the other Party's competition
authorities.
4.

Upon receiving a request from the other Party. and

within the limits of Articles VIII and IX. a Party will provide
to the requesting Party such information vithin its possession
as the requesting Party may describe that is relevant to an
enforcement activity being considered or conducted by the
requesting Party's competition authorities.

Article Iv
COOPERATION AND COORDINATION IN ENFORCEMENT ACTIVITIES
1.

T h e competition authorities of each Party will render

assistance t o t h e competition authorities of the other Party in
their enforcement activities. to the extent compatible w i t h the
assisting Party's laws and important interests. and within its
reasonably available resources.
2.

In cases where both Parties have a n interest in

pursuing enforcement activities with regard to related
situations. they may agree that it is in their mutual interest
to coordinate their enforcement activities.

In considering

whether particular enforcement activities should be
coordinated. the Parties shall take account of the following
factors. among others:
a)

the opportunity to make more efficient use of their
resources devoted t o the enforcement activities:

b)

the relative.ab1lities of the Parties' competition
authorities to obtain information necessary to conduct
the enforcement activities:

c)

the effect of such coordination o n the ability of both
parties to achieve the objectives of their enforcement
activities: and

d)

the possibility o f reducing costs incurred by persons
subject to the enforcement activities.

3.

In any coordination arrangement. each Party shall

conduct its enforcement activities expeditiously and. insofar

I

the other Party.
4.

Subject t o appropriate notice to the other Party. the

competition authorities of either Party may limit or terminate
their participation in a coordination arrangement and pursue
their enforcement activities independentiy.

Article V
COOPERATION REGARDING ANTICOMPETITIVE ACTIVITIES IN
THE TERRITORY O F O N E PARTY THAT
ADVERSELY AFFECT THE INTERESTS O F T H E OTHER PARTY
1.

The parties note that anticompetitive activities may

occur within the territory of one Party that. in addition t o
violating that Party's competition laws. adversely affect
important interests of the other party.

The Parties agree that

it is in both their interests t o address anticompetitive
activities of this nature.
2.

If a Party believes that anticompetitive activities

carried out o n the territory of t h e other Party are adversely
. .
affecting its important interests. the first Party may notify
the other Party and may request that the other Party's
competition authorities initiate appropriate enforcement
activities.

The notification shall be as specific as possible

about the nature of the anticompetitive activities and their
effects on the interests of the notifying Party. and shall
include an otfer of s u c h f u r t h e r information and other
cooperation as the notifying Party is able to provide

3.

Upon receipt of a notification under paragraph 2, and

after such other discussion between the Parties a s m a y - b e
appropriate and useful in the circumstances. the competition
authorities of the notified Party will consider whether or not
to initiate enforcement activities. or t o expand ongoing
enforcement activities. with respect to the anticompetitive
activities identified in the notification.

The notified Party

will advise the notifying Party of its decision.

If

enforcement activities are initiated. the notified Party will
advise the notifying Party of their outcome and. t o the extent
possible. of significant interim developments.

4.

Nothing in this Article limits the discretion of the

notified Party under its competition laws and enforcement
policies as t o whether or not t o undertake enforcement
activities with respect t o the notified anticompetitive
activities. or precludes the notifying Party from undertaking
enforcement activitiw.w.ith respect to such anticompetitive
activities.

Article VI
AVOIDANCE OF CONFLICTS OVER ENFORCEMENT ACTIVITIES
Within the framework of its own laws and to the extent
compatible with its important interests. each Party will seek.
at all stages in its enforcement activities. to take into
account the important interests of the other Party.

Each Party

shall consider important interests of the other Party in
decisions as to whether or not to initiate a n investigation or

-
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proceeding. the scope of an investigation or proceeding. the
nature of the remedies or penalties sought, and in other ways.
a s appropriate.

In considering one another's important

interests in the course of their enforcement activities. the
Parties will take account of. but will not be limited to, the
f o l l o u i ~ gprinciples:
1.

While an important interest of a Party may exist in the

absence of official involvement by the Party with the activity
in question. it is recognized that such interests vould
normally be reflected in antecedent laws. decisions or
statements of policy by its competent authorities.
2.

A Party's important interests may be affected at any

stage of enforcement activity by the other Party.

The Parties

recog,nize. however. that a s a general matter the potential for
adverse impact on one Party's important interests arising from
enforcement activity by the other Party is less at the
investigative stage.q~d..greaterat the stage at which conduct
is prohibited or penalized. or at vhich other forms of remedial
orders are imposed.
3.

Where it appears that one Party's enforcement

activities may adversely affect important interests of the
other Party. the Parties will consider the following factors.
in addition to any other factors that appear relevant in the
circumstances. in seeking an appropriate accommodatibn of the
competing interests:
a)

the relative significance to the anticompetitive
activities involved of conduct within the enforcing

. .

Party's territory as compared t o conduct within the

,

other Party's territory:
b)

the presence or absence of a purpose on the part of
those engaged in the anticompetitive activities t o
affect consumers. suppliers. or competitors within the
enforcing Party's territory:

c)

the relative significance of the effects of the
anticompetitive activities on the enforcing Party's
interests as compared to the effects o n the other
Party's interests:

d)

the existence or absence of reasonable expectations
that would be furthered or defeated by the enforcement
activities:

e?

the degree of conflict or consistency between the
enforcement activities and the other Party's laws or
articulated economic policies: and

f)

the extent ,to which enforcement activities of the
other Party with respect to the same pereons,
including judgments or undertakings resulting from
such activities. may be affected.

Article VII
CONSULTATION
1.

Each Party agrees to consult promptly with the other

Party in response to a request by the other Party for
consultations regarding any matter related to this Agreement
and to attempt to conclude consultations expeditiously with a

view t o reaching mutually satisfactory conclusions.

Any

request for consultations shall include the reasons therefor
and shall state whether procedural time limits or other
considerations require the consultations t o be expedited.
These consultations shall take place at the appropriate
level, which may include consultations between the heads of the
competition authorities concerned.
2.

In each consultation under paragraph 1. each Party

shall take into account the principles of cooperation set forth
in this Agreement and shall be prepared t o explain t o the other
party the specific results of its application of those
principles to the issue that is the subject of consultation.

Article VIII

CONFIDENTIALITY OP INFORMATION
1.

Notwithstanding any other provision of this Agreement.

neither Party is requ%re'd to provide information t o the other
Party if disclosure of that information t o the requesting Party
(a) is prohibited by the law of the Party possessing the
information. or (b) would be incompatible with important
interests of the Party possessing the information.
2.

I
II
I

E a c h P a r t y agrees to maintain, to the fullest extent'

possible. the confidentiality of any information provided to it
in confidence by the other Party under this Agreement and to
oppose. to the fullest extent possible. any application for
disclosure of such information by a third party that is not
authorized by the Party that supplied the information.

-
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Article IX
EXISTING LAW
Nothing in this Agreement shall be interpreted in a manner
inconsistent with the existing laws. or a s requiring a n y change
in the laws. of the United States of America or the European
Communities or of their respective s t a t e s o r member states.

Article X
..

C W N I C A T I O N S UNDER THlS AGREEMENT
Communications under this Agreement. including
notifications under Articles I1 and V. may be carried out by
direct oral. telephonic. written or facsimile comnunication
from one Party's competition authority t o t h e other Party's
authority.

Notifications under Articles 11, V and XI. and

requests under Article VII, shall be confirmed promptly in
writing through diplomatic channels.
. .;
.

.

Article XI
ENTRY INTO FORCE. TERMINATION AND REVIEW

1.

This Agreement shall enter into force upon signature.

2.

This Agreement shall remain in force until 60 days

after the date on which either Party notifies the other Party
in writing that it wishes to terminate the Agreement.
3.

The Parties shall review the operation of this

Agreement not more than 24 months from the date of its entry
into force. with a view to assessing their cooperative
activities. identifying additional areas in which they could

I
.

-
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usefully Cooperate and identifying any other ways in which the
Agreement could be improved.

~h~ parties agree that this

reviev will include, among other things, an analysis of actual
or potential cases to determine whether their interests could
be better served through closer cooperation.

IN WITNESS WHEBEop. the undersigned. being duly authorized.
have signed this Agreement.

DONE at Washington. in duplicate. this twenty-third day of
September. 1991. in the English language.

FOR THE GOVERNMENT 09 THE
UNITED STATES OF &MERICA:

FOR THE COnnISSION OF
THE EUROPEAN COMMUNITIES:

'

j
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Exclusive for Holland
Alkmaar
De Wine Markies
Amsterdam Bruidsmode Angela
Amstelveen Bruidsmode Angela
Engels Bruidsmode
Blerick
Breda
Jenny's Bruidsmode
Den Bosch Bruidsboutique La Mariee
Den Haag Het Bruidspaleis
Dordrecht Bruidshuis Sonja
Eindhoven Rianne
Eindhoven Rianne
Emmen
Weggemans Bruidsmode
Groningen De Modegids
Heereveen Bruidsrnode Joan
Heerlen
Pereboom Bruidsmode
Hengelo
Bruidmode Lisa
Hoogeveen Mariages Bruidsmode
Leeuwarden Bruidsmode Joan
Maastricht Bruidsmode Pereboom
Middelburg Bruidhuis Fiesta
Roosendaal Bruidsmode Sharon
Rotterdam Bruidshuis Sonja
Tilburg
Smits Bruidsmode
Uden
v.d. Wetering Bruidsmode
Utrecht
Modehuis L'innovation
Wageningen Bruidshuis Het Koetsje
Zwolle
Bruidsmode Covers
Zutphen
Bruidsrnode Covers

Ged. Nieuwe Sloot 63
Frederiksplein 1
Amsterdamseweg 418
Kloosterstraat 14
Hoogeind 8
Vughterstraat 75
Noordeinde 17a
Spuiweg 39
Woenselsemarkt 60-61
Stationsplein 31
Wilhelminastraat 108
Vismarkt 20
Dracht 23
Oranje Nassaustraat 27
Beekstraat 16
Hoofdstraat 102
Nieuwestad 23
Grote Gracht 27
Dam 8
Passage 2
Mauritsweg 23
Heuvelstraat 52
Kerkstraat 19
Ponerstraat 2
Hoogstraat 14
Brouwerstraat 3
Turfstraat 25-31

Tel. 072-112660
Tel. 020-6234556
Tel. 020-6436369
Tel. 077-821213
Tel. 076-228173
Tel. 073-140570
Tel. 070-3643604
Tel. 078-130147
Tel. 040-442191
Tel. 040-440361
Tel. 05910-12742
Tel. 050-123694
Tel. 05130-22999
Tel. 045-712131
Tel. 074-911510
Tel. 05280-65829
Tel. 058-136633
Tel. 043-212269
Tel. 01 180-13597
Tel. 01650-35277
Tel. 010-4138895
Tel. 013-423224
Tel. 04132-62739
Tel. 030-314944
Tel. 08370-15970
Tel. 038-215684
Tel. 05750-14418

Verkrijgbaar in Belgie bij:
Antwerpen Le Chapeau
Bree
Couture Paule
Geel
Claes Vandeperre
Torhout
Adagio

Carnotstraat 45-47
Stationwal 27
Stationstraat 51
Burg 7

Tel.
Tel.
Tei.
Tel.

03-2335045
089-462207
014-588733
050-211784

Tevens te verkrijgen in Brussel, Luik, Namurs en Charleroi.
Voor meer informatie kunt u bellen naar: Kensli b.v. Tel. 02152-57802

APPENDIX #4

SURVEY UK

BREAK-OUT UNNAMED

NUMBER OF QUESTIONS:

66

NUMBER OF QUESTIONNAIRES

129

NUMBER OF QUESTIONNAIRES SELECTED FOR TABULATION

129

DATE OF TABULATION 08/03/93

.........................................................................

.........................................................................
.........................................................................
RESPONSE T O QUESTION:

1

Did you attend any of Alfred Angelo's

fashion trade shows?

(1) Yes
(4)

(7)

.........................................................................
REPLY

QUANTITY

PERCENT

1

.8%

plus or minus

.O%

Yes

91

71.1%

plus or minus

7.9%

No

37

28.9%

plus or minus

7.9%

No Reply

TOTAL REPLIES

128

STANDARD DEVIATION

.........................................................................
RESPONSE TO QUESTION:

2

Which trade show did you attend?
(allows multiple answers)
( 1) September
(4
(7)

( 2 ) March
(5)

(8)

.........................................................................
REPLY

QUANTITY

PERCENT

No Reply

49

38.0%

plus or minus

.O%

September

74

57.4%

plus or minus

8.6%

March

69

53.5%

plus or minus

8.6%

TOTAL REPLIES

143

STANDARD DEVIATION

.........................................................................
RESPONSE TO QUESTION:

3

What do you think of the Alfred Angelo presentation at Harrogate?
(1) Excellant
i 4 j Poor
(7)

(2) Good
(5)
(8)

(3) Fair
(6)
(9

.........................................................................
REPLY

QUANTITY

PERCENT

No Reply

39

30.2%

plus or minus

.O%

Excellant

69

76.7%

plus or minus

8.8%

Good

20

22.2%

plus or minus

8.6%

1

1.1%

plus or minus

2.2%

TOTAL REPLIES

90

STANDARD DEVIATION

.........................................................................
.........................................................................
RESPONSE TO QUESTION:

4

Was the market suitable for placing orders?

.........................................................................
REPLY

QUANTITY

PERCENT

No Reply

40

31.0%

plus or minus

.O%

yes

86

96.6%

plus or minus

3.8%

3

3.4%

plus or minus

3.8%

no
TOTAL REPLIES

89

STANDARD DEVIATION

.........................................................................
RESPONSE TO QUESTION:

5

Why was the market not suitable for placing orders?
(allows multiple answers)
(1) no help

(2) crowded

(4)

(5)
(8)

(7)

.........................................................................
REPLY

No Reply
crowded

QUANTITY

PERCENT

126

97.7%

plus or minus

.O%

1

.8%

plus or minus

1.5%

plus or minus

2.1%

2
TOTAL R E P L I E S

3

1.6%

STANDARD DEVIATION

.........................................................................
RESPONSE TO QUESTION:

6

Was h e l p a l w a y s a v a i l a b l e t o s e r v e y o u a t t h e e x h i b i t i o n ?
(I)

Yes

(4)
(7)

.........................................................................
REPLY

QUANTITY

PERCENT

No R e p l y

38

29.5%

p l u s o r minus

.O%

Yes

88

96.7%

p l u s o r minus

3.7%

3

3.3%

p l u s o r minus

3.7%

NO

TOTAL R E P L I E S

91

STANDARD DEVIATION

.........................................................................
RESPONSE TO QUESTION:

7

How do you rate the quality of Alfred Angelo's

dresses?

(1) Excellant
(4) Poor

(2) Good
(5)

(3) Fair
(6)

(7)

(8

(9)

.........................................................................
REPLY

QUANTITY

PERCENT

5

3.9%

plus or minus

.O%

Excellant

13

10.5%

plus or minus

5.4%

Good

91

73.4%

plus or minus

7.8%

Fair

16

12.9%

plus or minus

5.9%

Poor

4

3.2%

plus or minus

3.1%

No Reply

TOTAL REPLIES

124

STANDARD DEVIATION

.........................................................................
.........................................................................
RESPONSE TO QUESTION:
Alfred Angelo's

8

gowns are fine in quality considering the price.

(allows multiple answers)
(1) Yes

( 2 ) No Comment

( 3 ) Other

(4)
(7)

(5)
(8)

(6)
(9)

QUANTITY

PERCENT

No Reply

76

58.9%

plus or minus

.O%

Yes

50

38.8%

plus or minus

8.4%

No Comment

2

1.6%

plus or minus

2.1%

Other

1

.8%

plus or minus

1.5%

REPLY

TOTAL REPLIES

53

STANDARD DEVIATION

.........................................................................

RESPONSE TO QUESTION:

9

Why do you belive the quality is not good?
(allows multiple answers)
(1) Workmanship
(4)

(2) Materials
(5)

(7)

(8)

.........................................................................
REPLY

QUANTITY

PERCENT

STANDARD DEVIATION

No Reply

81

62.8%

plus or minus

.O%

Workmanship

38

29.5%

plus or minus

7.9%

Materials

11

8.5%

plus or minus

4.8%

TOTAL REPLIES

49

.........................................................................
RESPONSE TO QUESTION: 1 0

How do you rate the overall delivery of Alfred Angelo's
(1)
(4)
(7)

Excellant
Poor

(2)
(5)
(8)

bridals?

( 3 ) Fair

Good

(6)

(9)

.........................................................................
REPLY

QUANTITY

PERCENT

5

3.9%

plus or minus

.O%

Excel lant

44

35.5%

plus or minus

8.5%

Good

75

60.5%

plus or minus

8.6%

Fair

3

2.4%

plus or minus

2.7%

Poor

2

1.6%

plus or minus

2.2%

No Reply

TOTAL REPLIES

124

STANDARD DEVIATION

.........................................................................
.........................................................................
RESPONSE TO QUESTION:

11

How do you rate Alfred Angelo gowns in terms of being a good value?
(2) Good
(5)

( 3 ) Fair

(4) Poor
(7)

(8)

(9)

(1) Excellant

(6)

.........................................................................
REPLY

QUANTITY

PERCENT

5

3.9%

plus or minus

.O%

Excellant

79

63.7%

plus or minus

8.5%

Good

44

35.5%

plus or minus

8.5%

Poor

1

.8%

plus or minus

1.6%

No Reply

TOTAL REPLIES

124

STANDARD DEVIATION

.........................................................................

RESPONSE TO QUESTION:

12

How do you rate the salability Of the gowns?
(1) Excellant
( 4 ) poor
(7)

(3) Fair
(6)
(9)

( 2 ) good
(5)
(8)

.........................................................................
REPLY

QUANTITY

PERCENT

5

3.9%

plus or minus

.O%

Excellant

63

50.8%

plus or minus

8.8%

good

58

46.8%

plus or minus

8.8%

Fair

2

1.6%

plus or minus

2.2%

poor

1

.8%

plus or minus

1.6%

No Rep1 y

TOTAL REPLIES

124

STANDARD DEVIATION

.........................................................................
.........................................................................
RESPONSE TO QUESTION: 13
How do you rate the design and stying of Alfred Angelo's

dresses?

(1) Excellant
(4) Poor

(2) Good

( 3 ) Fair

(5)

(6)

(7)

(8)

(9)

.........................................................................
REPLY

QUANTITY

PERCENT

6

4.7%

plus or minus

.O%

Excellant

52

42.3%

plus or minus

8.8%

Good

66

53.7%

plus or minus

8.8%

Fair

5

4.1%

plus or minus

3.5%

No Reply

TOTAL REPLIES

12 3

STANDARD DEVIATION

.........................................................................
.........................................................................
RESPONSE TO QUESTION: 14
Are you satisfied with the bridal sizes offered by Alfred Angelo?
(1) Yes
(4)
(7)

.........................................................................
REPLY
No Reply
Yes
No
TOTAL REPLIES

QUANTITY

PERCENT

11

8.5%

plus or minus

.O%

107

90.7%

plus or minus

5.3%

11

9.3%

plus or minus

5.3%

118

STANDARD DEVIATION

.........................................................................
RESPONSE TO QUESTION: 15
Why are you not satisfied with the sizes offered?
(allows multiple answers)
(1) More Lg sz

(2) Better fit

(4)

(5)
(8)

(7)

(3) Other
(6)
(9)

.........................................................................
REPLY

QUANTITY

PERCENT

117

90.7%

plus or minus

.O%

More Lg sz

3.1%

plus or minus

3.0%

Better fit

1.6%

plus or minus

2.1%

Other

4.7%

plus or minus

3.6%

No Reply

TOTAL REPLIES

STANDARD DEVIATION

.........................................................................
RESPONSE TO QUESTION:

16

My sales rep. is always courteous and polite.
(1) SA
(4) no opinion

(2) Agree

(7)

(8)

(3) Disagree
(6)
(9)

(5)

.........................................................................
REPLY

QUANTITY

PERCENT

7

5.4%

plus or minus

.O%

SA

67

54.9%

plus or minus

8.9%

Agree

49

40.2%

plus or minus

8.7%

Disagree

4

3.3%

plus or minus

3.2%

no opinion

1

.8%

plus or minus

1.6%

1

.8%

plus or minus

1.6%

No Reply

TOTAL REPLIES

122

STANDARD DEVIATION

___________________-----------------------------------------------------........................................................
RESPONSE TO QUESTION:

17

My sales rep is very knowledgeable.

(1) SA
(4) No opinion
(7

(3) disagree
(6)

(2) Agree
(5

(9)

.........................................................................
REPLY

QUANTITY

PERCENT

9

7.0%

plus or minus

SA

62

51.7%

plus or minus

9.0%

Agree

50

41.7%

plus or minus

8.9%

disagree

6

5.0%

plus or minus

3.9%

No opinion

2

1.7%

plus or minus

2.3%

No Reply

TOTAL REPLIES

120

STANDARD DEVIATION
.o%

.........................................................................
RESPONSE TO QUESTION:

18

My sales rep always understands my needs.
(1) SA
( 4 ) No opinion

(2) Agree
(5)

(7)

(8)

( 3 ) Disagree

(6)
(9)

.........................................................................
REPLY

QUANTITY

PERCENT

9

7.0%

plus or minus

.O%

sA

60

50.0%

plus or minus

9.0%

Agree

47

39.2%

plus or minus

8.8%

Disagree

10

8.3%

plus or minus

5.0%

3

2.5%

plus or minus

2.8%

No Reply

NO

opinion

TOTAL REPLIES

120

STANDARD DEVIATION

.........................................................................

RESPONSE TO QUESTION:

19

My sales rep is always efficient.
(1) SA

(4) No opinion
(7)

(3) Disagree

(2) Agree
(5)
(8

(6)

(9)

.........................................................................
REPLY

QUANTITY

PERCENT

9

7.0%

plus or minus

.O%

SA

63

52.5%

plus or minus

9.0%

Agree

47

39.2%

plus or minus

8.8%

7

5.8%

plus or minus

4.2%

3

2.5%

plus or minus

2.8%

No Reply

Disagree
NO

opinion

TOTAL REPLIES

12 0

STANDARD DEVIATION

........................................................................
........................................................................
RESPONSE TO QUESTION:

20

My sales rep. is very accessible.
(1) SA
(4) No opinion

(7)

(2) Agree
(5)
(8)

(3) Disagree
(6)
(9

........................................................................
REPLY

QUANTITY

PERCENT

8

6.2%

plus or minus

.O%

SA

59

48.8%

plus or minus

8.9%

Agree

55

45.5%

plus or minus

8.9%

Disagree

5

4.1%

plus or minus

3.6%

No opinion

2

1.7%

plus or minus

2.3%

No Reply

TOTAL REPLIES

12 1

STANDARD DEVIATION

........................................................................
RESPONSE TO QUESTION:

21

My sales rep. returns my calls.

(1) SA
(4) No opinion
(7)

(3) Disagree
(6)
(9

(2) Agree
(5)
(8)

........................................................................
REPLY

QUANTITY

PERCENT

8

6.2%

plus or minus

.O%

SA

61

50.4%

plus or minus

8.9%

Agree

53

43.8%

plus or minus

8.9%

Disagree

4

3.3%

plus or minus

3.2%

No opinion

3

2.5%

plus or minus

2.8%

No Reply

TOTAL REPLIES

121

STANDARD DEVIATION

........................................................................
........................................................................
RESPONSE TO QUESTION: 22
Have you ever called an alfred Angelo customer serice rep.
(1) Yes
(4)

(7)
--------------------------------------------------------------*---------

REPLY

QUANTITY

PERCENT

6

4.7%

plus or minus

.O%

Yes

98

79.7%

plus or minus

7.1%

N0

25

20.3%

plus or minus

7.1%

No Reply

TOTAL REPLIES

123

STANDARD DEVIATION

.........................................................................
RESPONSE T O QUESTION:

23

My customer service rep. is always curteos and polite.
(1) SA
(4) No opinion
(7)

(3) Disagree
(6)
(9)

( 2 ) Agree
(5)
(8)

.........................................................................
REPLY

QUANTITY

PERCENT

STANDARD DEVIATION

No Reply

32

24.8%

plus or minus

.O%

SA

62

63.9%

plus or minus

9.6%

Agree

35

36.1%

plus or minus

9.6%

TOTAL REPLIES

97

........................................................................
RESPONSE TO QUESTION: 24

my customer service rep. is very knowledgeable.
(1) SA
(4) No opinion

(2) Agree
(5)

(3) Disagree
(6)

(7)

(8)

(9)

........................................................................
REPLY

QUANTITY

PERCENT

No Reply

32

24.8%

plus o r minus

.O%

SA

59

60.8%

plus o r minus

9.8%

Agree

37

38.1%

plus o r minus

9.7%

1

1.0%

plus o r minus

2.0%

Disagree
TOTAL REPLIES

97

STANDARD DEVIATION

RESPONSE TO QUESTION:

25

My customer service rep. always understandsmy needs.
(1) SA
(4) No opinion

( 3 ) Disagree

(2) Agree
(5)

(6)
(9)

(7)

........................................................................
REPLY

QUANTITY

PERCENT

No Reply

32

24.8%

plus or minus

.O%

sA

60

61.9%

plus or minus

9.7%

Agree

35

36.1%

plus or minus

9.6%

2

2.1%

plus or minus

2.8%

Disagree
TOTAL REPLIES

97

STANDARD DEVIATION

RESPONSE TO QUESTION:

26

My customer service rep. is always efficient.
(1) SA
(4) No opinion

(2) Agree
(5)

(7)

(8)

REPLY

(3) Disagree
(6)
(9)

QUANTITY

PERCENT

No Reply

32

24.8%

plus or minus

.O%

SA

65

67.0%

plus or minus

9.4%

Agree

29

29.9%

plus or minus

9.2%

3

3.1%

plus or minus

Disagree
TOTAL REPLIES

97

STANDARD DEVIATION

'

3.5%

.........................................................................
.........................................................................
RESPONSE TO QUESTION:

27

My customer service rep. is very accesible.
(1) SA
(4) No opinion
(7)

(3) Disagree
(6)

(2) Agree
(5)
(8)

(9)

.........................................................................
REPLY

QUANTITY

PERCENT

No Reply

32

24.8%

plus or minus

.O%

SA

64

66.0%

plus or minus

9.5%

Agree

32

33.0%

plus or minus

9.4%

1

1.0%

plus or minus

2.0%

Disagree
TOTAL REPLIES

97

STANDARD DEVIATION

........................................................................
RESPONSE T O QUESTION: 2 8
My customer service rep always returns my calls.
SA
(4) No opinion
(1)

(2)

Agree

(3)

(5)

Disagree

(6)
(9)

(7)

........................................................................
REPLY

QUANTITY

PERCENT

No Reply

32

24.8%

plus or minus

.O%

SA

63

64.9%

plus or minus

9.5%

Agree

30

30.9%

plus or minus

9.2%

Disagree

3

3.1%

plus or minus

3.5%

No opinion

1

1.0%

plus or minus

2.0%

TOTAL REPLIES

97

STANDARD DEVIATION

.........................................................................
RESPONSE T O QUESTION:

29

Have you ever called an accounts rep.?
(1) Yes
(4)

(7)
REPLY

QUANTITY

PERCENT

9

7.0%

plus or minus

.O%

Yes

89

74.2%

plus or minus

7.9%

NO

30

25.0%

plus or minus

7.8%

1

.8%

plus or minus

1.6%

No Reply

TOTAL REPLIES

120

STANDARD DEVIATION

........................................................................
........................................................................
RESPONSE TO QUESTION: 30
My accounts rep. is always curteous and polite.
(1) SA
(4) No opinion

( 2 ) Agree

(3) Disagree

(5)

(6)

(7)

(8)

(9)

........................................................................
REPLY

QUANTITY

PERCENT

No Reply

39

30.2%

plus or minus

.O%

SA

40

44.4%

plus or minus

10.3%

Agree

45

50.0%

plus or minus

10.4%

Disagree

3.3%

plus or minus

3.7%

No opinion

2.2%

plus or minus

3.1%

TOTAL REPLIES

STANDARD DEVIATION

........................................................................
RESPONSE TO QUESTION:

31

My sales rep is very knowledgeable.
(3) Disagree
(6)

(2) Agree
( 4 ) No opinion
(7)

REPLY

(5)
(8)

(9)

QUANTITY

PERCENT

No Reply

39

30.2%

plus or minus

.O%

SA

38

42.2%

plus or minus

10.3%

Agree

49

54.4%

plus or minus

10.3%

Disagree

2

2.2%

plus or minus

3.1%

No opinion

1

1.1%

plus or minus

2.2%

TOTAL REPLIES

90

STANDARD DEVIATION

...............................................................
RESPONSE TO QUESTION:

32

My accounts rep always understands my needs.

\=1=
s

(1) SA
(4) No opinion

(2) Agree
(5)

(3) Disagree

(6)

(7)

(8)

(9)

...................................................................
REPLY

QUANTITY

PERCENT

No Reply

39

30.2%

plus or minus

SA

36

40.0%

plus or minus

10.2%

Agree

47

52.2%

plus or minus

10.4%

Disagree

6

6.7%

plus or minus

5.2%

No opinion

1

1.1%

plus or minus

2.2%

TOTAL REPLIES

90

STANDARD DEVIATIO

.0% 1'.

RESPONSE TO QUESTION:

33

My accounts rep. is always efficient.
(1) SA
(4) No opinion

( 2 ) Agree
(5)

( 3 ) Disagree

(7)

(8)

(9)

REPLY

(6)

QUANTITY

PERCENT

No Reply

39

30.2%

plus or minus

.O%

SA

40

44.4%

plus or minus

10.3%

Agree

48

53.3%

plus or minus

10.4%

2

2.2%

plus or minus

3.1%

Disagree
TOTAL REPLIES

90

STANDARD DEVIATION

RESPONSE TO QUESTION:

34

My accounts rep. is always accessable
(1) SA

(2) Agree

(3) Disagree

(4) No opinion

(5)

(6)

(7)

(8)

(9)

REPLY

QUANTITY

PERCENT

No Reply

40

31.0%

plus or minus

.O%

SA

44

49.4%

plus or minus

10.4%

Agree

43

48.3%

plus or minus

10.4%

2

2.2%

plus or minus

3.1%

Disagree
TOTAL REPLIES

89

STANDARD DEVIATION

........................................................................
RESPONSE TO QUESTION:

35

My accounts rep. always returns my calls.

(1) SA
(4) No opinion

(2) Agree

(3) Disagree

(5)

(6)

(7

(8)

(9)

........................................................................
REPLY

QUANTITY

PERCENT

No Reply

39

30.2%

plus or minus

.O%

SA

45

50.0%

plus or minus

10.4%

Agree

43

47.8%

plus or minus

10.4%

Disagree

1

1.1%

plus or minus

2.2%

No opinion

1

1.1%

plus or minus

2.2%

TOTAL REPLIES

90

STANDARD DEVIATION

........................................................................
RESPONSE TO QUESTION: 36
Do you like Alfred Angelo's

trading terms.

(1) Yes
(4)
(7)

REPLY
No Reply
Yes
No
TOTAL REPLIES

QUANTITY

PERCENT

9

7.0%

plus or minus

.O%

109

90.8%

plus or minus

5.2%

11

9.2%

plus or minus

5.2%

120

STANDARD DEVIATION

........................................................................
........................................................................
RESPONSE TO QUESTION:
What don't

37

you like about Alfred Angelo's

trading terms?

(allows multiple answers)
(1) buy to much

( 2 ) other

(4)
(7)

(8)

(5)

........................................................................
REPLY

QUANTITY

PERCENT

118

91.5%

plus or minus

.O%

buy to much

5

3.9%

plus or minus

3.3%

other

7

5.4%

plus or minus

3.9%

No Reply

TOTAL REPLIES

12

STANDARD DEVIATION

........................................................................
RESPONSE TO QUESTION:

38

Did you receive any briochures for the 1993 season?
(1) Yes
(4)
(7)

........................................................................
REPLY
No Reply
Yes
No
TOTAL REPLIES

QUANTITY

PERCENT

7

5.4%

plus or minus

.O%

113

92.6%

plus or minus

4.7%

9

7.4%

plus or minus

4.7%

122

STANDARD DEVIATION

........................................................................
........................................................................
RESPONSE TO QUESTION:

39

How do you rate the overall selling effectiveness?
(1) Excellant
(4) Poor
(7)

( 2 ) Good
(5)
(8)

(3) Fair
(6)
(9)

........................................................................
REPLY

QUANTITY

PERCENT

No Reply

15

11.6%

plus or minus

.O%

Excellant

97

85.1%

plus or minus

6.6%

Good

17

14.9%

plus or minus

6.6%

TOTAL REPLIES

114

STANDARD DEVIATION

........................................................................

RESPONSE TO QUESTION:

40

How do you rate the picture size?
(1) Excellent
(4) Poor
(7)

( 3 ) Fair
(6)

(2) Good
(5)
(8)

(9)

........................................................................
REPLY

QUANTITY

PERCENT

15

11.6%

plus or minus

.O%

Excellent

91

79.8%

plus or minus

7.4%

Good

23

20.2%

plus or minus

7.4%

NO

Reply

TOTAL REPLIES

114

STANDARD DEVIATION

........................................................................
-----------RESPONSE TO QUESTION:

41

How do you rate the photo quality?
(1) Excellent
(4) Poor
(7)

(2) Good
(5)
(8)

(3) Fair
(6)
(9)

........................................................................
REPLY

QUANTITY

PERCENT

No Reply

15

11.6%

plus or minus

.O%

Excellent

87

76.3%

plus or minus

7.8%

Good

20

17.5%

plus or minus

7.0%

Fair

6

5.3%

plus or minus

4.1%

Poor

1

.9%

plus or minus

1.7%

TOTAL REPLIES

114

STANDARD DEVIATION

.........................................................................
.........................................................................
RESPONSE TO QUESTION:

42

How do you rate the layout?
(1) Excellent
(4) Poor
(7)

( 2 ) Good
(5)
(8)

(3) Fair
(6
(9)

.........................................................................
REPLY

QUANTITY

PERCENT

No Reply

15

11.6%

plus or minus

.O%

Excellent

79

69.3%

plus or minus

8.5%

Good

30

26.3%

plus or minus

8.1%

Fair

4

3.5%

plus or minus

3.4%

Poor

1

.9%

plus or minus

1.7%

TOTAL REPLIES

114

STANDARD DEVIATION

........................................................................
RESPONSE TO QUESTION:

43

How edo you rate the background?
(1) Excellent
(4) Poor
(7)

(2) Good
(5)

(3) Fair
(6)

(8)

(9)

........................................................................
REPLY

QUANTITY

PERCENT

No Reply

15

11.6%

plus or minus

.O%

Excellent

77

67.5%

plus or minus

8.6%

Good

32

28.1%

plus or minus

8.3%

Fair

4

3.5%

plus or minus

3.4%

Poor

1

.9%

plus or minus

1.7%

TOTAL REPLIES

114

STANDARD DEVIATION

.........................................................................
.........................................................................
.RESPONSE TO QUESTION:

44

Do any other bridal manufactureres charge you for brochures?
(1)
(4)
(7)

Yes

REPLY

QUANTITY

PERCENT

No Reply

10

7.8%

plus or minus

.O%

Yes

90

75.6%

plus or minus

7.7%

No

29

24.4%

plus or minus

7.7%

TOTAL REPLIES

119

STANDARD DEVIATION

........................................................................
........................................................................
RESPONSE TO QUESTION: 45
Which manufacturer supplies you with brochures?
(allows multiple answers)
(1) Cupid
(4) Hillary Mor
(7) Romantica

(3) Margaret Le
(6) Ellis
(9) Other

(2) Ronald Joyc
(5) Demitrios
(8) Ben Roberts

........................................................................
REPLY

QUANTITY

PERCENT

No Reply

45

34.9%

plus or minus

.O%

Cupid

12

9.3%

plus or minus

5.0%

Ronald Joyc

29

22.5%

plus or minus

7.2%

Margaret Le

10

7.8%

plus or minus

4.6%

Hillary Mor

12

9.3%

plus or minus

5.0%

Ellis

8

6.2%

plus or minus

4.2%

Rornantica

5

3.9%

plus or minus

'3.3%

Ben Roberts

4

3.1%

plus or minus

3.0%

Other

6

4.7%

plus or minus

3.6%

TOTAL REPLIES

86

STANDARD DEVIATION

,

.........................................................................
........................................................................
RESPONSE T O QUESTION:

46

Does this manufactuer charge you for brochures?
(1) Yes
(4)
(7)

.........................................................................
REPLY
No Reply
Yes
No

TOTAL REPLIES

QUANTITY

PERCENT

24

18.6%

plus or minus

.O%

7

6.7%

plus or minus

4.8%

97

92.4%

plus or minus

5.1%

1

1.0%

plus or minus

1.9%

105

STANDARD DEVIATION

.........................................................

--------_---------------------------------------------------------------:

RESPONSE TO QUESTION:

47

How much are you charged?

(2) 2.00
(5) other
(8)

REPLY

QUANTITY

PERCENT

120

93.0%

plus or minus

.O%

1.00

1

11.1%

plus or minus

21.8%

2.00

1

11.1%

plus or minus

21.8%

other

7

77.8%

plus or minus

28.8%

TOTAL REPLIES

9

No Reply

STANDARD DEVIATION

RESPONSE TO QUESTION:

48

How many suppliers do you have?

REPLY
No Reply

TOTAL REPLIES

QUANTITY

PERCENT

11

8.5%

STANDARD DEVIATION
plus or minus

.O%

plus or minus

9.1%

plus or minus

8.8%

plus or minus

4.0%

plus or minus

4.0%

plus or minus

1.7%

plus or minus

1.7%

........................................................................
RESPONSE TO QUESTION:

49

How many of these suppliers charge you for bridal brochures?

........................................................................
REPLY

QUANTITY

PERCENT

No Reply

14

10.9%

plus or minus

.O%

1-5

14

12.2%

plus or minus

6.0%

6-10

1

.9%

plus or minus

1.7%

16-20

1

.9%

plus or minus

1.7%

99

86.1%

plus or minus

6.4%

<1

TOTAL REPLIES

115

STANDARD DEVIATION

........................................................................
........................................................................
RESPONSE TO QUESTION:

50

Do you charge your customers for brochures?
(1) Yes

(4)
(71

........................................................................
REPLY

QUANTITY

PERCENT

18

14.0%

plus or minus

.O%

4

3.6%

plus or minus

3.5%

No

107

96.4%

plus or minus

3.5%

TOTAL REPLIES

111

No Reply
Yes

STANDARD DEVIATION

_______------------------------------------------------------------........................................................................
RESPONSE TO QUESTION:

51

How much do you charge your customers for brochures?
(2)
(5)
(8)

REPLY
No Reply
other

TOTAL REPLIES

2.00

other

QUANTITY

PERCENT

125

96.9%

plus or minus

.O%

3

75.0%

plus or minus

49.0%

1

25.0%

plus or minus

49.0%

4

STANDARD DEVIATION

_____-------------------------------------------------------------------=
.....................................................

RESPONSE TO QUESTION:

52

How do you rate Alfred Angelors consumer advertising in Wedding
(1) Excellent
(4) Poor

(2) Good

(3) Fair

(5) Didn't see

(6)

(7)

(8)

(9)

REPLY

&

Home?

QUANTITY

PERCENT

8

6.2%

plus or minus

.O%

Excellent

92

76.0%

plus or minus

7.6%

Good

22

18.2%

plus or minus

6.9%

Fair

1

.8%

plus or minus

1.6%

Poor

1

.8%

plus or minus

1.6%

Didn't see

5

4.1%

plus or minus

3.6%

No Reply

TOTAL REPLIES

121

STANDARD DEVIATION

.........................................................................
.........................................................................
RESPONSE TO QUESTION:

53

How do you rate the trade advertising in bridal Buyer?
(1) Excellent
(4) Poor
(7)

(2) Good
(5) Didn't
(8)

(3) Fair
See

(6)

(9)

.........................................................................
REPLY

QUANTITY

PERCENT

No Reply

12

9.3%

plus or minus

.O%

Excellent

38

32.5%

plus or minus

8.5%

Good

51

43.6%

plus or minus

9.0%

Fair

1

.9%

plus or minus

1.7%

27

23.1%

plus or minus

7.7%

Didn't

See

TOTAL REPLIES

117

STANDARD DEVIATION

........................................................................
RESPONSE TO QUESTION:

54

How many telephone calls did you receive in the past month from brides
asking about Alfred angelo dresses.
(2) 6-10
(5) 21 & up
(8)

(3) 11-15

(6) Don't know
(9)

........................................................................
REPLY

QUANTITY

PERCENT

No Reply

10

7.8%

plus or minus

-0%

1-5

33

27.7%

plus or minus

8.1%

6-10

26

21.8%

plus or minus

7.5%

11-15

11

9.2%

plus or minus

5.2%

16-20

9

7.6%

plus or minus

4.8%

21

6

5.0%

plus or minus

3.9%

33

27.7%

plus or minus

8.1%

1

.8%

plus or minus

1.6%

&

up

Donrt know

TOTAL REPLIES

119

STANDARD DEVIATION

.........................................................................
RESPONSE TO QUESTION:

55

Do you qualify for entry in Alfred Angelols stockist list?
(1) Yes
(4)

(7)

.........................................................................
REPLY

QUANTITY

PERCENT

No Reply

12

9.3%

plus or minus

.O%

Yes

91

77.8%

plus or minus

7.6%

No

26

22.2%

plus or minus

7.6%

TOTAL REPLIES

117

STANDARD DEVIATION

RESPONSE TO QUESTION:

56

Are you on any other manufacturers stockist list?
(1) Yes
(4)
(7)

REPLY

QUANTITY

PERCENT

No Reply

26

20.2%

plus or minus

. 0%

Yes

61

59.2%

plus or minus

9.5%

No

42

40.8%

plus or minus

9.5%

TOTAL REPLIES

103

STANDARD DEVIATION

.........................................................................
RESPONSE TO QUESTION: 57
Give one example of a manufacturer.
(1) Cupid
(4) Hillary Mor
(7) Ellis

(2) Ronald Joyc
(5) Demitrios
(8) Ben Roberts

(3) Margaret le

(6) Romantica
(9) Other

.........................................................................
REPLY

QUANTITY

PERCENT

No Reply

70

54.3%

plus or minus

.O%

Cupid

15

25.4%

plus or minus

11.2%

Ronald Joyc

12

20.3%

plus or minus

10.4%

Margaret le

6

10.2%

plus or minus

7.8%

Hillary Mor

11

18.6%

plus or minus

lo.0%

Demitrios

1

1.7%

plus or minus

3.3%

Romant ica

3

5.1%

plus or minus

5.7%

Ellis

4

6.8%

plus or minus

6.5%

Ben Roberts

3

5.1%

plus or minus

5.7%

Other

4

6.88

plus or minus

6.5%

TOTAL REPLIES

59

STANDARD DEVIATION

.........................................................................
RESPONSE TO QUESTION:

58

For the example, what are the requirments to be part of the list?
(allows multiple answers)
(1) Minimums
(4)

(2) Don't Know
(5)

(7)

(8)

(3) Other

(6)
(9)

.........................................................................
REPLY

QUANTITY

PERCENT

No Reply

94

72.9%

plus or minus

.0%

Minimums

17

13.2%

plus or minus

5.9%

Don't Know

12

9.3%

plus or minus

5.0%

6

4.7%

plus or minus

3.6%

Other
TOTAL REPLIES

35

STANDARD DEVIATION

.........................................................................
.........................................................................
RESPONSE TO QUESTION: 59
Do you see the Alfred Angelo name mentioned in articles in any other
publication other than Wedding & Home or Bridal Buyer?
(1) Yes
(4)

(7)

.........................................................................
REPLY

QUANTITY

PERCENT

No Reply

36

27.9%

plus or minus

.O%

Yes

26

27.4%

plus or minus

9.0%

NO

67

70.5%

plus or minus

9.2%

1

1.1%

plus or minus

2.1%

1

1.1%

plus or minus

2.1%

TOTAL REPLIES

95

STANDARD DEVIATION

______------_----_-----------------------------------------------........................................
RESPONSE TO QUESTION:

60

Where have you seen the name?
(allows multiple answers)
(1) newspaper
(4)
(7)

(2) other
(5)
(8)

------------------------------------------------------------------------REPLY
No Reply
newspaper
other
TOTAL REPLIES

QUANTITY

PERCENT

102

79.1%

plus or minus

.O%

22

17.1%

plus or minus

6.5%

5

3.9%

plus or minus

3.3%

27

STANDARD DEVIATION

........................................................................
RESPONSE TO QUESTION: 61
Have any of these articles prompted customers t o visit your store and
inquire about Alfred Angelo?
(1) Yes
(4)

(7)
REPLY
No Reply
Yes
No
TOTAL REPLIES

QUANTITY

PERCENT

101

78.3%

plus or minus

.0%

26

92.9%

plus or minus

9.7%

2

7.1%

plus or minus

9.7%

28

STANDARD DEVIATION

---------------------------------------------------------------------------------------------------

RESPONSE TO QUESTION:

62

Who are the top 3 bridal suppliers that you purchase from?
(allows multiple answers)
(1) Cupid
(4)
(7)

Margeret Le
Ellis

(2)
(5)
(8)

(3) Ronald Joyc

Hillary Mor
Romantica

(6)
(9)

Ben Roberts
Other

.........................................................................
REPLY

QUANTITY

PERCENT

No Reply

27

20.9%

plus or minus

.O%

Cupid

26

20.2%

plus or minus

6.9%

AA

80

62.0%

plus or minus

8.4%

Ronald . Joyc

59

45.7%

plus or minus

8.6%

Margeret Le

25

19.4%

plus or minus

6.8%

Hillary Mor

36

27.9%

plus or minus

7.8%

Ben Roberts

11

8.5%

plus or minus

4.8%

El-lis

16

12.4%

plus or minus

5.7%

2

1.6%

plus or minus

2.1%

22

17.1%

plus or minus

6.5%

Romantica
Other
TOTAL REPLIES

277

STANDARD DEVIATION

.........................................................................
RESPONSE TO QUESTION:

63

Are these your top selling brands?
(1) Yes
(4)

(7)

.........................................................................
REPLY

QUANTITY

PERCENT

N O Reply

33

25.6%

plus or minus

.O%

Yes

93

96.9%

plus or minus

3.5%

3

3.1%

plus or minus

3.5%

No
TOTAL REPLIES

96

STANDARD DEVIATION

_____--------------------------------------------------------------.........................................
RESPONSE TO QUESTION:

64

]Why are these not your top selling brands?
(allows multiple answers)
(1) Don't

Know

(4)
(7)

(2) Comments
(5)
(8

.........................................................................
REPLY
No Reply

TOTAL REPLIES

QUANTITY

PERCENT

STANDARD DEVIATION

128

99.2%

plus or minus

.0%

1

.8%

plus or minus

100.0%

------------------------------------------------------------------------RESPONSE TO QUESTION: 65
Are there any design or fabric styles that you would like to see?
(allows multiple answers)
(1) silks
(4) bridesmaids
(7) color

(2) unique styl

(5) informals
(8) design

(3) headpieces
(6) simple/plan
(9) other

------------------------------------------------------------------------&

REPLY

QUANTITY

PERCENT

No Reply

53

41.1%

plus or minus

.O%

silks

49

38.0%

plus or minus

8.4%

unique sty1

1

.8%

plus or minus

1.5%

headpieces

1

.8%

plus or minus

1.5%

bridesmaids

4

3.1%

plus or minus

3.0%

informals

1

.8%

plus or minus

1.5%

12

9.3%

plus or minus

5.0%

1

.8%

plus or minus

1.5%

33

25.6%

plus or minus

7.6%

simple/plan
design
other
TOTAL REPLIES

102

STANDARD DEVIATION

.........................................................................

RESPONSE TO QUESTION:

66

Any criticisms or suggestions about Advertising and merchandisisng progra
that would help increase your sales?
(allows multiple answers)
(1) quality

(4) love aa

(7)

(2) promotion
(5) advertising
(8)

(3) sales
(6) other
(9)

.........................................................................
REPLY

QUANTITY

PERCENT

STANDARD DEVIATION

No Reply

81

62.8%

plus or minus

.O%

quality

1

.8%

plus or minus

1.5%

promotion

9

7.0%

plus or minus

4.4%

sales

1

.8%

plus or minus

1.5%

love aa

7

5.4%

plus or minus

3.9%

advertising

5

3.9%

plus or minus

3.3%

other

29

22.5%

plus or minus

7.2%

TOTAL REPLIES

52

